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Abstract  
The banking industry is immensely important to the socio-economic development of emerging economies by 
facilitating the exchange of money between depositors and borrowers. The banking industry in Ghana is facing 
corporate governance challenges, which has led to non-performance and subsequent withdrawal of operating 
licenses. The withdrawal of the licenses by the Bank of Ghana has impact on customer loyalty and satisfaction, 
which has not been significantly investigated in a post crisis banking sector of Ghana. This has resulted in many 
companies undertaking numerous product design and innovation to satisfy customers. This study therefore is 
aimed at investigating the relationship between customer satisfaction and customer loyalty in the post crisis 
banking sector of Ghana. The study adopts the positivist traditional stance with a quantitative approach. 
Participants were drawn from among the customers of universal banks in Ghana. The purposive sampling 
technique was used to administer 250 questionnaires to customers of universal banks in Ghana in which 170 
usable questionnaires were retrieved for analysis with a response rate of 68 per cent. The investigation revealed 
that customer satisfaction variables have significantly influenced the loyalty of customers of banks involved in 
this study. The results indicated that tangibles, reliability, responsiveness, assurance and empathy, and 
dimensions of service quality have positive influence on customer satisfaction.The investigation largely focused 
on quantitative analysis of results, hence; a further study adopting the qualitative approach would contribute to 
the body of knowledge on customer loyalty and satisfaction in the banking sector. This study provides a strong 
evidence for banks that have been negatively impacted by the banking crisis in Ghana and want to recover from 
the associated impacts on their customers to enhance their customer satisfaction by improving the tangibility and 
reliability of services to clients. It is recommended that Banks in Ghana focus on achieving high customer 
satisfaction by focusing on high quality services delivery based on the service quality dimensions. 
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1. Introduction 
Customer satisfaction contributes significantly to the retention of existing customers and improves their loyalty 
for repeat business (Kotler and Keller, 2006). Many organisations depend on the satisfaction of their customer to 
assess the performance of their service delivery through feedback (Nimako, 2012). Customer satisfaction deals 
with contentment; and meeting the expectations of buyers (Giese and Cote, 2000). Customer satisfaction also 
focuses on organisational processes for satisfying clients’ needs (Mukerjee, 2013). The psychological 
dimensions of customer satisfaction have been noted in existing literatures demonstrating the perceived 
satisfaction of customers and the ability of organisations to meet or exceed their expectations regarding a product 
(Liu and Liu, 2020). 
Customers tend to evaluate their satisfaction by discrepancies service delivery to their prior expectations 
and the functional performance of the product/service (Chang et al., 2020). The gap in a customer’s emotional 
response and assessment of perceived service quality and original expectations are critical to ascertaining 
customer satisfaction (Anwar et al., 2019). Similarly, product performance affects customers’ satisfaction, which 
also tends to affect customer loyalty (Kotler and Armstrong, 2012). 
Customer loyalty is an attitude-based phenomenon demonstrated by people who transact business with 
organisations (Uncles et al., 2003). Customer loyalty is the outcome of meeting buyer’s satisfaction by 
companies in order to ensure repeat business (Fifield, 2008). The degree of a customer’s re-purchase behavior 
towards a service provider is also critical to achieving customer loyalty by business organisations (Gremler and 
Brown, 1996).  Customer loyalty is affected by the proportion of times a purchaser chooses the same product or 
service in a specific category compared to the total number of purchases made by the purchaser in that category, 
under the condition that other acceptable products or services are conveniently available in that category (Neal, 
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Though Tweneboah-Koduah and Farley (2016) investigate customer satisfaction and customer loyalty in 
retail banking sector of Ghana, their study focuses on participants selected from 27 different banks, which make 
their study population heterogenous. However, this study explores the relationship between customer satisfaction 
and customer loyalty from a post banking crisis dimension in Ghana. The post crisis perspective of this paper 
enables existing banks that are facing customer satisfaction challenges to use the variables involved in this study 
to improve their customers’ satisfaction and loyalty. Again, an investigation by Narteh and Kuada (2014) on 
customer satisfaction with retail banking services in Ghana target participants drawn from 16 banks; and did not 
consider customer loyalty, which is a critical component of customer satisfaction. This study proposes to 
ascertain the relationship between customer satisfaction and customer loyalty in a post crisis banking sector of 
Ghana. Similarly, Nimako et al. (2013) explored customer satisfaction with emphasis on internet banking 
without considering all the services provided by the target banks involved in their study. Thus, this paper focuses 
on majority of services offered by banks in Ghana in order to develop a holistic viewpoint of customer 
satisfaction in the banking sector of Ghana, as demonstrated by this study.  
In addition to the theoretical gaps in the studies undertaken on customer satisfaction in the banking sector of 
Ghana, the recent banking crisis which led to the revocation of licenses of non-compliant universal banks by the 
Bank of Ghana is largely due to poor corporate governance. The subsequent closure of non-compliant universal 
banks in Ghana has a negative effect on customer satisfaction in the banking sector. Thus, this investigation is 
essential to banks operating in Ghana as it seeks to ascertain the loyalty and satisfaction of customers. The 
banking crisis reduced the number of banks operating in Ghana from 34 to 24 banks indicating the irregularities 
that led to revocation of licenses has the potential to affect customer satisfaction and loyalty of clients to the 
existing banks. The aim of this study is to ascertain the linkage between customer satisfaction and customer 
loyalty in the post crisis banking sector of Ghana.  
 
2. Literature Review 
Customer satisfaction is considered, as the baseline standard of performance and a possible standard of 
excellence for any business organisation (De Bruin et al., 2020). Customer satisfaction involves product 
performance attributes such as technical sophistication; durability; user friendly; and the judgment based on the 
interpersonal interaction between the sales representative and the customer to meet a customer’s needs (Tech, 
2020). Several explanations have been proffered by scholarly investigations on customer satisfaction. The 
commonality in these explanations of customer satisfaction relates to the experiences of buyers in terms of 
product quality; expectations about the product performance; and prior experiences of individuals before 
interacting with the product (Solomon et al., 2006). The definitions of customer satisfaction demonstrate its 
complexity. This makes it difficult for organisations to understand the basic requirements, of customer 
satisfaction, which is underpinned by the feelings and emotions of customers (Fifield, 2008). Existing body of 
knowledge shows that the measurement of customer satisfaction should focus on a person’s feeling of pleasure, 
disappointment or indifference that affect the purchase of the product or service (Esbjerg et al., 2012).  
Though product performance is a critical factor to customer satisfaction, investigation by Solomon et al. 
(2006) demonstrates the need to address the hedonic performance of products, and not only functional 
performance. The hedonic performance of products refers to the tangible attributes of a product that have 
positive influence on customer satisfaction (Ladeira et al., 2016). The tangible attributes of products that 
influence customer satisfaction include store cleanliness, sales areas, variety of product displays, lighting, colour, 
and the sales team (Mitchell and Harris, 2005). The ease of finding products also forms part of the tangible 
attributes (Ladeira et al., 2016), which also includes the availability or visibility of banking services to customers 
is investigated in this paper. Similarly, tangibility in the banking sector is demonstrated by the aesthetic appeal, 
the use of modern equipment; technology adoption; and appearance of employees in the banking premises 
(Tuzovic, 2008). In another development, tangibles within the banking industry involve ambient conditions such 
as temperature, ventilation, noise, and scent prevailing in the bank’s premises; arrangement of equipment; and 
signs and symbols to direct customers (Barber and Scarcelli, 2010).  
The increasing level of technological disruption affects the key components of customer satisfaction in the 
banking sector (Reimer and Kuehn, 2005). For instance, the increasing use of digital technologies leads to the 
evolution of electronic banking and the ability of banks to provide services to clients in different parts of the 
world (Al-Eisa and Alhemoud, 2009). ATM installations, electronic funds transfers (EFTs), credit cards, and 
point-of-sale (POS) devices adopted by banks enable customers to transact business from various locations 
without physical presence at the banking premises influences the level of customer satisfaction (Narteh and 
Kuada, 2014). The use of technology to promote electronic banking leads to self-banking with positive impacts 
on customer satisfaction (Al-Eisa and Alhemoud, 2009). 
The importance of customer satisfaction has been discussed in the studies undertaken by Solomon et al. 
(2006); and Kotler and Armstrong (2012) in which they note repeat business; spreading goodwill of the firm by 
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word-of-mouth; and paying less attention to competing brands and advertising.  On the contrary, dissatisfied 
customers spread negative or bad word-of-mouth which damages the reputation of the firm.  
Many factors account for customer satisfaction in firms. According to Reid and Sanders (2011) factors such 
as product design and quality; competitive pricing, and ability of products/services to fulfill market need 
promote customer satisfaction. Factors such as cycle time and timely delivery of products contribute to service 
quality, which enhances customer satisfaction (Samudro et al., 2020).  
With regards to service quality, Hanson (2000) and Zairi (2000) note that enhancing service quality 
dimensions such tangibles, empathy, responsiveness, reliability and assurance enable firms to meet customers’ 
needs and expectations.  This study adopts service quality dimensions: reliability, responsiveness, assurance, 
empathy and tangibles in measuring the satisfaction of customers. customers’ choice of product depends on 
factors such as quality, type of product, price, and locational convenience (Szuts and Tóth, 2008). Thus, 
organisations must focus on improving the factors that influence customers’ choice of products in order to ensure 
customer loyalty.  
 
3. Customer Loyalty 
Customer loyalty is a commitment to consistently re-buy a product or service in the future despite the availability 
of competing products (Oliver, 1997). Loyal customers are less likely to switch to competitor product no matter 
their unique appeal (Tweneboah-Koduah and Farley, 2016). Diverse definitions of customer loyalty, which 
emphasise attitude or and other behavioural dimensions of the customer (Dick and Basu 1994). Behavioural 
loyalty involves elements such as the frequency of calls, the level of cross selling and buying, and the length of 
the relationship (Liu-Thompkins and Tam, 2013; and Bobâlca, 2013). In a fast-moving consumer market, 
behavioural loyalty measures are better placed in predicting loyalty than attitudinal measures (Pabbi and Narula, 
2020). Customers first become loyal in a cognitive sense due to their believe in the brand, followed by the 
affective sense and, lastly, loyalty is exhibited in the form of action in which the intent is turned into behaviour 
(Nordman, 2004). 
Attitudinal loyalty comprises of a consumer’s desire to continue the relationship with the company and 
recommend the product to friends despite the lower prices of the competing companies (Dick and Basu, 1994). 
The definitions of customer loyalty reflect repeat patronage; commitment; fidelity and friendship; affirmative 
temperament; and long-term relationship (Durukan and Bozaci, 2011), which have not been explored in the post 
banking crisis sector of Ghana. Customer loyalty in the banking industry is a challenge to many retail bankers 
due to their inability to adopt appropriate strategies to optimise customer satisfaction (Mandhachitara and 
Poolthong, 2011; Szuts and Tóth, 2008). However, loyalty programmes developed by retail banks to reward 
customers for using their products do not necessarily enhance customer loyalty. Drawing from the review of 
existing literature so far, it is appropriate to hypothesized that: customer loyalty is significantly dependent on the 
following drivers of customer satisfaction in banks: (H1) Tangibles; (H2) Reliability; (H3) Responsiveness; (H4) 
Assurance; (H5) Empathy.  
 
4. Research Methodology 
This study is entrenched in the positivist philosophical tradition. The positivist tradition uses the methods of 
natural sciences to investigate social phenomenon. This assertion is consistent with the position of Crotty (1998) 
that positivism applies the method of natural sciences such as the quantitative approach and hypotheses testing to 
discover social phenomenon. In order to test the hypothesis formulated for this investigation, the quantitative 
research approach was adopted. The questionnaire deals with two main issues notably, customer satisfaction and 
its relationship with the self-perceived assessment of service quality of banking services provided by the twenty-
three banks involved in the study. The second part of the questionnaire involves customer loyalty, which 
measures variables such as tangibles, reliability, responsiveness, assurance and empathy, which are measured 
using a five-point likert scale. The questionnaire consists of both open-ended and closed-ended questions, which 
were formulated using simple words to enhance participants’ understanding. Closed-ended questions were used 
because they are easy to answer, and do not require lot of time to answer. The reliability of the scale of 
measurement was ascertained by using the Cronbach Alpha for the constructs shown in Table 1. 
Table 1: Reliability test  
Constructs and Variables Cronbach Alpha  Number of Items 
1. Tangibles 0.74 5 
2. Reliability 0.77 6 
3. Responsiveness 0.80 5 
4. Assurance 0.84 4 
5. Empathy 0.83 4 
6. Customer satisfaction 0.89 5 
7. Customer loyalty 0.78 9 
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The Cronbach Alpha values of the constructs in Table 1 indicate a high internal consistency since the values 
are above 0.7, demonstrating that the questionnaire measured the intended constructs and variables involved in 
the investigation. In terms of data analysis, the Statistical Package for Service Solutions computer software 
version 20.0 was used to organise the data in which the Pearson Correlation statistic was used to ascertain the 
relationship between customer satisfaction and customer loyalty in the banking sector of Ghana.  
The population of the study consist of customers of the twenty-three (23) licensed universal banks in Ghana. 
In using the purposive sampling technique, 400 questionnaires were administered to participants using an online 
mediated platform. The purposive sampling ensures the selection of respondents with the requisite information 
related to the investigation. At the end of the instrument administration, 250 usable questionnaires were retrieved 
for analysis with a response rate of 63 per cent.  
 
5. Analysis and Discussion of Results 
This section focuses on the analysis and discussion of results obtained from the administration of survey 
questionnaires to participants involved in the investigation. The analysis focuses on testing the hypothesis 
formulated during the review of existing literature. The hypothesis sought to establish the relationship between 
customer loyalty and variables related to customer satisfaction. The null hypothesis is denoted by H0 while the 
alternate hypothesis is represented by H1 below:  
H0: Customer loyalty is not significantly dependent on the following drivers of customer satisfaction in banks:  
(H1) Tangibles; (H2) Reliability; (H3) Responsiveness; (H4) Assurance; (H5) Empathy.  
H1: Customer loyalty is significantly dependent on the following drivers of customer satisfaction in banks:  
(H1) Tangibles; (H2) Reliability; (H3) Responsiveness; (H4) Assurance; (H5) Empathy. 
Table 2 shows the result pertaining to the null hypothesis testing. The result shows that there is a significant 
relationship between customer loyalty and the drivers of customer satisfaction notably, tangibles, reliability, 
responsiveness, assurance, and empathy at a p-value less than 0.01.  
Table 2: Factors influencing customer satisfaction  
Independent Variables Correlation Coefficient p-value Decision 
1. Tangibles 0.863 0.01 Reject 
2. Reliability 0.884 0.01 Reject 
3. Responsiveness 0.861 0.01 Reject 
4. Assurance 0.723 0.01 Reject 
5. Empathy 0.837 0.01 Reject 
The result in Table 2 indicates that tangibility positively drives satisfaction, as it has a Pearson Correlation 
statistic of 0.863, demonstrating a strong relationship between customer satisfaction and loyalty. Considering the 
correlation coefficient, Table 2, tangibles are the second most essential factor that influence the satisfaction of 
customers involved in the study. Tangibles in this regard are driven by factors such as the design, layout, amount 
of space in the banking hall, and type of furniture for customers. Similarly, facilities for comfortability such as 
television set, ATM and air-conditioning units have the potential to enhance the tangibility of services provided 
by the banks involved in this study.    
With regards to reliability, the result in Table 2 revealed a Pearson correlation coefficient of 0.884 at a 
significance level of 0.01, indicating an increase in the provision of reliable services in banks involved in the 
investigation leads to an improved customer satisfaction. Similarly, this result is consistent with the alternate 
hypothesis by emphasizing that reliability is positively related to customer satisfaction. Reliability is a service 
quality dimension, which influences customer satisfaction of participants involved in the research. Considering 
the correlation coefficients in Table 2, the study found that reliability ensures the highest level of customer 
satisfaction in banks involved in this investigation. Banks that intend to enhance satisfaction and loyalty of their 
customers in the post crisis banking sector of Ghana must adopt measures that improve the trust, dependability, 
quality and efficient delivery of services by employees.  
The responsiveness of banks to the needs of their customers influences customer satisfaction and 
demonstrate the quality of banking services offered to clients. The results in Table 2 show correlation coefficient 
of 0.861 for responsiveness at a significance level of 0.01. This means that there is a positive relationship 
between responsiveness and customer satisfaction; and that majority of the customers involved in this 
investigation perceive their banks to be highly responsive to their needs. Considering the magnitude of the 
correlation statistics in Table 2, responsiveness is the third most important driver of customer satisfaction among 
the participants involved in this research.  The key issues influencing the responsiveness of banks involved the 
study in a post crisis banking sector include prompt response to service disruptions, and the ability of the banks 
to swiftly notify their customers. Notable among the service disruptions experienced by customers of banks in 
Ghana include malfunctioning ATMs, and their location at unsuitable places where customers find it difficult to 
access them. The banks address the challenges of service disruptions by introducing ATM cards to replace 
overdependence on cheque books and placing signs to direct customers to ATM locations. Similarly, customers 
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must be provided with regular update and information on the availability and maturity of financial products; 
account activities and details that help reduce costs, reduce stress, discomfort and disappointments in order to 
enhance their satisfaction and loyalty.  
The research found that assurance has a positive influence on customer satisfaction ratings of the banks 
involved in the investigation. For instance, Table 2 shows that assurance has a correlation coefficient of 0.723, at 
0.01 significance, indicating a strong positive relationship between assurance and customer satisfaction.  This 
positive relationship demonstrates that customer perception of bank assurance factors such as safety of 
transactions; employee courtesy and employees’ knowledge are prevalent in the banks involved in the research.  
The result also shows in Table 2, that empathy has a correlation coefficient of 0.837 at a significance of 0.01. 
This shows that empathy has a positive influence on customer satisfaction. Empathy deals with bank employees’ 
ability to understand the needs of customers in order to address them without discrimination.  
The study identifies five main drivers of customer satisfaction, which leads to customer loyalty. These 
drivers include tangibles; reliability; responsiveness; assurance; and empathy. These factors have significant 
positive impact on customer satisfaction by offering customers service quality and physical evidence to meet 
customer expectations. Overall, the study found that service quality dimensions including tangibles, reliability, 
responsiveness, assurance and empathy are positively related to customer satisfaction. This finding is consistent 




The aim of this study is to investigate the relationship between customer satisfaction and customer loyalty within 
the banking industry of Ghana, which has been confronted with noncompliance and closure of banks. The crisis 
in the banking sector of Ghana has the potential to affect the perception of customers couple with the dire 
consequences of low customer satisfaction. This study demonstrates that the universal banks involved in this 
study can address the challenges of customer satisfaction and loyalty by improving upon their five main 
dimensions of their service provision. These dimensions include service tangibility, reliability, responsiveness, 
assurance and empathy, which have the potential to driver customer satisfaction and loyalty.  It is therefore 
necessary for banks in Ghana to design products that address these five main drivers of customer satisfaction, 
which have been explored in this investigation.  Also, need-based product design must form the nucleus of the 
banks’ strategy in order to improve the confidence, satisfaction and loyalty of customer.  Thus, the banks must 
undertake research and development to make them innovative in the design of new products that address the five 
critical areas of customer satisfaction examined in this study.  
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